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research under study again 


Primary audience 


By BERNICE BANNER 

Kkw Vi'hk - The hard-cow reader 
niiiv come bark m vcif'/r in maga¬ 
zine' research circles in the coming 
decade 

Al least, that's I tin hope cil Starch 
IN HA Hooper, the Mamaioneck 
N V-based tesoarchei which.(list 
completed a pilot primary amir 
epee survey Ttie company expects 
to put a new enlarged study m the 
hold this tall - and every fall 
Ihricfdtcr 

Hut whether SO publishers will 
ante up the hinds needed to hack 
pi imury audience research dhe lab 
should run upwni ds of $50,0110 per 
publisher) is uncertain, anti lot gely 
dependent nr agency receptivity It' 
the new' data 

■ There are reasons why agencies 
and advert iseis: should he recep¬ 
tive. according to Jay Wilson. SIH 
president The new study con¬ 
firmed that those who pay I'm a 
magazine sue many more times 
likely to jespond to ads than pass- 
iilnng leaders who are included in 
Intal audience figures. Paying cus¬ 
tomers are belter ad prospects be¬ 


cause they are more quickly 
reached than passaging readers. 
They also spend more t ime with the 
magazine and have more money to 
spend 

Such reasoning has convinced 
Mai Ochs, research direct™ I'm 
Time marketing, and Rene Isaac, 
vp-corpmnte research director, 
Render -\ Dipcst. Their hooks were 
among u dozen to sponsor the ini 
tia 1 research on IP magazines, data 
nl'whicb they are evaluating before 
supporting future projects fAA, 
Fell 121 

Tbit, while Messrs Ochs and Isaac 
lean toward advocating primary 
audience research, research direc¬ 
tors from other publications are sit¬ 
ting on the fence 

"Wesell lota) audience,’’said Ni¬ 
cholas Bakos, research director, 
AfrCaJf's. one of the magazines sur¬ 
veyed which did not help loot tire 
hill. ‘‘Agencies traditionally have 
been interested in total audience. 
Before we plunk down the money, 
we want to see. that this is ae- 
cepted ‘ 

The difficulties of making (his 
data “count,” as well as the inade¬ 
quacies of the current study, kept. 


Woman's Day from kicking in it 
contribution, although it was sur 
vcyed “This would he a good story 
lor us. but if would be difficult to 
sell. " said Chris Winrucki, research 
diieclot “There s a large out-of- 
pocket lexpensci and we didn't 
want. In go through ihc whole 
groundwork of educating people. ’ 
Ms. Winnicki also was dismayed 
at the limitatiunsol the survey “We 
didn't ihink it extended much be¬ 
yond a head count H didn't cover- 
enough We were interested in a 
readei quality study " 

■ While others seem to hedge their 
reject ions. Neuistrecfr media re¬ 
search manage! Stephen Douglas 
opposes primary audience re¬ 
search on principle 
“Our opinion, and it seems to he 
the opinion ol the Advertising Re¬ 
search Foundation, is that the pri¬ 
mary audience is almost, impossi¬ 
ble to measure accurately for large 
circulation, high readei-per-copy 
magazines readily available in pub¬ 
lic places," Mr. Douglas said He 
claimed that moslof the study's un¬ 
derwriters were large circulation 
magazines with low numbers of 


readers per copy. 

“This data is very limited.” Mr. 
Douglas continued. ‘‘Its one fran¬ 
chise is determining which 
women's or dual audience maga¬ 
zine produces the greatest coupon 
responsiveness. Total audience 
will remain the major base of data 
from winch to evaluate magazines 
and otiiei media, and primary will 
find limited acceptance in the 
agencies " 

At least one agency exec is opti¬ 
mistic about primary audience 
data “This represents an impor¬ 
tant. movement, particularly with 
what's going on in marketing ic- 
soarch today," said Herbert. Manc- 
Ioveg. who is leaving Kenyon & 
Eckiiardt to become senior vp- 
director of media, programing and 
media services at Della Femina, 
Travisaoo & Partners (AA, July 2). 

» Primary research was scrapped 
years ago in lieu of total audience 
so magazines could have big num¬ 
bers to fighltv, Mr. Manclovcgsairf. 
But. now, with the government, 
more involved in advertising and 
ads more technical and compara¬ 
tive “it’s important not just to 
count all passalong readers. Pri¬ 
mary in tii is environment is a good 
Uiingand other agencies damn well 
should be interested in it,” he said. 
Some shops are not interested, 
however. “That’s because they're 
comfortable with the way things 
arc," Mr. Maneloveg added, 

But the agency consensus seems 
best expressed by Jack D. Hill, vp- 
niedia in formation services, Ogilvy 


& Mather. “Wesubscribed because 
we think there’s a need for primary 
audience research. We expect it tr 
supplement rather 1 * 1:111 replace fe¬ 
tal audience numbers," the exec 
said. 

Some publishers may be loath to 
sign on ''because they don't want to 
be evaluated mi the basis of pri¬ 
mary.' he continued “Others art.' 
pulled three ways, what with W. 11 
Simmons & Associates, Magazine 
Reseaich trie, and now Starch, b 
can get expensive." 

■ Mr Hill noted that the economy 
could hamstring primary re 
search’s takeoff “We haven't, made 
plans to cut. anything, hut. we 
could,' he said 

“The onus is on the agencies.' 
Mr. Ilill added "We have to make 
the first, move. Agencies have ti 
use it, then magazines will tal 
in." # 
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